



WABD PROGRAMS 
HAVi BEEN VARIED 
and EXTENSIVE 


T elevision programs over wabd-Du- 

Mont, New York, have probably been more 
extensive and varied during the past couple 
or years than those of any other station in the 
country. 

In DuMont’s early experimental penod when 
the station used the call letters W2XWV, the 
studio did considerable experimenting with com- 
rnercial and sustaining programs. 

A pioneer who participated in the early explora- 
tions and is still broadcasting regularly is Lever 
Brothers, whose program "Wednesday at Nine is 
Lever Brothers’ Time,” is produced by Ruthrauff 
Ryan. 

Testing variety entertainment, dramatic skits, 
"televersions” of radio shows, audience participat- 
tion efforts, comedy sketches, preposterous com- 
petitions waged before the television camera, 
serious educational programming, integration of 
live talent and film over a period of two years, 
has resulted in an impressive back-log of experi- 
ence for the show’s producers. 

The constant weekly experimentation with tele¬ 
vision commercials has also proved valuable. 
Straight commercials, trick effects, whimsical 
twists, musical commercials, demonstrations, tie- 
ins with current advertising campaigns in maga- 
zincs and comparative product tests before the 
cameras are some of the many types explored. 

Oldesf Programs 

Two of the oldest programs in television were 
running duting the early programming period of 
WABD. One was Doug Allan’s "Thrills and 
Chilis,” a series of adventure programs which 
brought some of the most colorful personalities 
in the world to the television camera. This show 
is still being broadcast from the station. The other 
was "The Face of the War” with Sam Cuff, gen- 
eral manager of the station. 

Fashion shows have proved to be superb tele¬ 
vision fare dbwn through the years. Probably the 
most successful of these on television is "Fashions 
Corning and Becoming, produced for the San- 
forized Division of Cluett Peabody & Co. by 
Young & Rubicam. Among other fashion shows 
presented on WABD were: 

1. I. Fox’ Fur Fashions with Glorianne Lehr; 
Stardust Garment’s show by Norman D. Waters 
Cv Associates; Butterick’s patterns with models dis- 


Offenbach’s opera. "Pomme d'Api. produced by lelevision worKsnop. 
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"Magazine of fhe Air" (U. S. Rubber Co.) feafured 5-man life raft in tank. 


"Fashions Corning and Becoming" wl+h Betty Furness, via Young & Rubicam. 


"Schehereiade" was presented by Chas. M. Storm Agency with La Meri. 


playing costumes while an offstage voice described 
the details, yardage and trimmings for the pattern, 
a series by the Abbott-Kimball agency; Alden's 
Chicago Mail Order House series produced by 
Buchanan & Co.; and Keeler & Deitz show for 
Cincinnati Fashion Frocks. 

♦ * * 

Many organizations and educational institutions 
have eagerly taken advantage of the opportunities 
to explore television via use of facilities of 
WABD, the American Television Society, the 
Television Producers Association and the New 
School of Social Research among them. 

Programs Explored 

WABD has explored many types of sustaining 
[programs, including: 

i "The 'Ike' on Sports," a currently running series 
featuring the major sports personalities of the 
day; numerous types of variety shows, talent audi- 
^tions and revues; dramatic programs, particularly 
George Lowther’s excellent productions of "A 
Christmas Carol," "Submarine," and "The Ca- 
thedral," Ben Kaufman’s and Tony Ferierra’s 
"Suppressed Desires"; cultural programs such 
as Kirby Cushing’s "DuMont Televised Book 
Forum"; John Hewlett’s "Author! Author!"; 
and programs for the donation of biood to the 
Red Cross, sale of war bonds and other phases 
of the war effort. 

Motion picture film has been abundantly ex¬ 
plored for television fare. Commercials were given 
on film for Botany Woolec^'Mills, Canada Dry’s 
"Spur," Chesterfield, Esso Motor Oil and others. 
Every type of movie from the educational short 
to feature entertainment fare has been presented 
on sustaining time. 

Leading figures in the sports, entertainment. 
political and news world frequently visit the tele¬ 
vision station to participate in the new medium. 
Among prominent personalities have appeared be- 
fore the cameras of WABD including Frank Fay, 
Tom and Bill Slater, Lou Nova, Jack Dempsey, 
Canada Lee, Tony Galento, Fritzi Zivic, Benny 
Leonard, John Reed King, Fred Waring, Eddie 
DowJing, Michael Whelan, Jessica Dragonette, 
Mia Slavenska, Wendy Barrie, Senator Robert 
Wagner and scores of others. 

Many Adverfisers 

A listing of the advertisers who have partici- 
pated in DuMont commercial experiments is 
varied and impressive. "The Magic Carpet," pro¬ 
duced for Alexander Smith Carpet Company by 
Andersen, Davis & Platte, is one of the veteran 
programs on the station involving ingenious video 
effeets and sometimes whole worlds of fantasy. 
This program recently attracted many of the acts 
of Ringling Brothers, Barnum & Bailey circus to 
the studio. (Continued on Pdge 46 ) 
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TELEVISION PROGRAMMING AT 

f Continued jr om page 17) 


The United States Rubber Company 
has been responsible for some of the 
niost elaborate and successful programs 
ever presented on television. For one of 
these a gigantic tank was constructed in 
the studio large enough to float a huee 
hve-man life raft. For another, a full-size 
carriage was but one of many gigantic 
properties integrated into a unicjue experi- 
ment in which tableaux werc woven to- 
gether with a musical theme. 

shows presented over 
ABD were sponsored by General 
■oods, Kirkman Flakes, Park & Tilford 
Boots Aircraft Nut Co., Procter Electric 
Company, Schutter Candy Co., Winthrop 


Shoes, the DuBarry Success School, Al- 
wf. , Products, John David, 

Waltham Watch Company, Chesterfield, 
tsquire Magazine, Carter Personal Prod- 
ucts Company, Rival Dog Food, Hunt 
Club Dog Food, Arrow Shoes, Knox 
Hats, Mecha?iix Illustrated, Triangle Pub- 
hcations, Henri Bendel clothes. Miles 
Laboratories, Durez Plastics, Pal Razor 
Blades, National Peanut Council, Interna¬ 
tional Shoe Company, Flatter Knit Ho- 
siery and numerous others. 

Not all the advertising agendes and ad- 
vertisers participatmg in early commercial 
programs over WABD were from New 
York. Westheimer & Co. of St. Louis, for 


WABD 


example, brought to the station programs 
starnng many of Broadway’s principal 
actors, and some of the most elaborate 
ramatic and musical presentations in 
DuMont's history. 

Ever since the first variety shows of the 
station were broadcast back in September, 
194l, by Klaus Landsberg, now general 
manager of W6XYZ, WABD has pro- 
duced an increasingly varied and ad- 
vanced assortment of television program 
matenal which has, cumulatively, af- 
forded the station staff and others a rich 
knowledge of the potentials of television 
as an educational, entertainment and ad¬ 
vertising medium. 
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LOG OF A TELE 

PR0GRAM-"9UEEN 
WAS IN THE KITCHEN" 


Prhsented: lanuary 29, 1942 — 8:4^ P-M. 
Station: W^ABD-D^^Mont, New York City 
Sponsor; American Kitchens 
Producer: Gerald O. Kaye 
Director: Ted Cott 

W ritten hy S heldon Clark 



8:41 


P.M.—Four min. to air-time. Last-minute check-up being bastily made. 




S:41 P, t\l .—4 minutes before air time. Cameras 
are in position, lights and sound have been 
checked. Producer Gerald O. Kaye with hat on, 
huddies with Technical Director, Louis A. Sposa 
and Program Director, Ted Cott, about handling 
of the commercial. 


8:43 P. AI.—"Studio B—you’re on!” Flashes mas¬ 
ter Control. Camera 1 dollies in and focuses on the 
titie card rack. The Queen N)Cas In The Kitchen 
is on the air. Director, Ted Cott calls for music 
and cameras. 


H:34 P. /M.—Here’s Mrs. Brown getting the ingre- 
dients together for a cake she’s baking. The 
intruder at the window is fast-talking, gissipy Mrs. 
Merkle, who suggests that Mr. Brown possibly 
may forget that today is his wedding anniversary. 
Perish the thought. Camera 2 is in a long shot 
position to pick up the full kitchen. 


8:37 P. AI.—Boom light is swung over Mrs. 
Merkle’s head to pick up her phone conversation 
with Mr. Brown, who tells Mrs. Merkle to advise 
his wife that he’s bringing 3 guests for dinner. 


8:49 P. AI.—Camera 2 is in position to pick up 
Narrator Allen Prescott immediately following the 
7th title card. Prescott explains that the M.D. on 
the black case signifies Master Designer of 
Kitchens. Prescott leads into the opening shot of 
the American Kitchen with "Here’s the World s 
Busiest Spot—The Kitchen.” 


8:45 P.M.—"Sfudio B — You’re ON!" Cameras in position for title cards. 


8:39 P. M .—Camera 1 rolls in for a 3 shot to 
up facial expressions when W^illie shouts Bang, 
bang, bang—I’m the Lone Ranger.” Indignant 
Mrs. Merkle rushes out without telling Mrs. Brown 
thather husband is bringing three people home 
for dinner. 
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8:54 P.M.— The show’s underway! Cameras, lights, sound-boom in exact places. 
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9:03 P- M .—Camera 2 rolls back for a long shot 
of the milkman, Mrs. Brown and the gasman. The 
overhead boom light is swung in a position to 
pick up the milkman’s vehement denunciation of 
the Lone Ranger and radio in general. 

9:0^ P. M .—Camera 1 pans from a long shot 
position to the entrance of the florist delivery boy. 
Mrs. Brown believes the flowers are from her 
husband as an anniversary remembrance. This is 
a comedy scene when Mrs. Brown discovers the 
box contains condolence lilies. The delivery was 
made to the wrong address. 


9:09 P. M .—He made it. The three guests for 
dinner are the Minister that married them, the 
best man and the maid of honor. Mrs. Brown is 
elated that hubby did not forget their Anniversary. 
Did he remember—or was it a coincidence that 
he brought these three guests home for dinner.^ 
It doesn’t matter. Mrs. Brown is happy, though 
Junior is skeptical. Camera 1 in long shot position. 


9:12 P. M .—Camera 1 dollies in for a close-up 
of the commercial. Narrator, Allen Prescott 
explains to Mrs. M. the content of the black case— 
the device for the planning of an American 
Kitchen in any size room. Harry Armbright, 
American Kitchens Eastern District Manager, 
manipulates the Plan-A-Kit. Director lap dissolves, 
and camera 2 picks up the completed kitchen. 


8:57 P.M.—The mike-boom swings over to pick-up Mrs. Merkle's conversation. 


9:08 P. M .—Camera 2 dollies in for a close-up 
while Mr. Brown with a wary eye on the kitchen 
knife in his wife’s hånds tries to maneuver him- 
self out of a tight situation. 


8:59 P.M.—"Bang, bang, bang—l'm the Lone Ranger," shouts Wlllle In window. 


9:11 P.M .—Camera 2 rolls in for close-up to 
show the family gathered around Mrs. Brown’s 
Happy Anniversary cake, which survived the 
tumult in the kitchen during the baking period. 
So Mr. Brown is anxious as to what the guests 
are going to be served for dinner. Mrs. Brown 
replies with a wink into the lens of camera I 
(close-up) "Let them eat cake." 


9;|| P.M.—-Camera 2 dollies in for semi close-up of the three happy Browns. 
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9:15 P.M .—Here is camera 2 focusing on the 
completed kitchen. This is repeated three times 
with Armbright showing the construction over 
camera 1. Camera 2 then picks up the completed 
unit. Kitchens shown are straight wall, L shaped 
and U shaped. "The End" is super-imposed over 
this last scene. Music and out. 
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